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C I T Y  O F  G R A N D  R A P I D S



The City’s mission statement centers around one central 

idea: enhancing the quality of life for all residents.

MISSION



“Since the great recession of 2008, our goal has been to 

create a platform for our residents, non-profits and 

the private sector to flourish.”

— Greg Sundstrom, City Manager

KEY QUOTES



“The website [is] our digital front door … [Anyone] 

should be able to do anything they do at City Hall on our 

website at any time, from any place, on any device.”

— Mayor Rosalynn Bliss 

KEY QUOTES



■ Empower public self-service

■ Improve business processes

■ Improve communication between the City and public

■ Raise the profile and status of the City

PROJECT GOALS



Residents — in all their diversity — are the primary 

audience of the City’s website.

PRIMARY AUDIENCE



■ Residents: people who live in the City

■ Businesses: people who work in the City

■ Community groups: people who represent and serve 

different communities within the City

■ Investors: people who support the City

■ Visitors: people who live elsewhere but are in the City

■ City officials: people who work for the City

■ Media: people who write about the City

ALL AUDIENCES



■ Subdomains: 9

■ Total URLs: 11,174

■ Pages: 3,988 (72% SharePoint admin; 40% exposed)

■ PDFs and files: 4,927

■ External links: 1,298

SITE CRAWL SUMMARY



ANALYTICS SUMMARY

Search and mobile are critically important.

■ Last year, 68.40% of traffic came through search

■ 5 years ago, smartphones and tablets accounted for just 

5.75% of visits. Last year, 41.45% of all visits were 

made using a mobile device



ANALYTICS SUMMARY

Most existing content gets ignored.

■ 279 pages accounted for more than 90% of all 

pageviews and 95% of all landing pages

■ The same 50 pages have received 65% to 72% of all 

traffic each month for the past decade

■ 57% of all users have never seen the homepage



ANALYTICS SUMMARY

The user experience isn’t good.

■ 75% of sessions lasted less than minute; 61.08% lasted 

less than 10 seconds

■ 65% of users have only visited the site once

■ 64% of all users have viewed just 1 page



■ Site Structure: the shape of the new site

■ Content Governance: the maintenance of the new site

■ Brand Direction: the look and feel of the new site

SITE STRATEGY





■ 10 tasks

■ 2 click path tests

■ 60 random CUT Group users

SITE MAP TESTING



■ Invited: 500+

■ Open Rate: 34.2%

■ Results: 3 hours

CUT GROUP



■ Success rate: 97% (   24.63%)

■ Directness: 85% (   34.92%)

■ Time: 3.23 minutes (   44.12%)

PROPOSED NAVIGATION



SITE MAP



Content Governance



WEB CONTENT GUIDELINES

■ Website strategy

■ Process

■ Roles and workflows

■ Brand voice and tone

■ Writing for the web

■ Style and grammar

■ Search engine optimization

■ Brand identity and imagery



GR DIGITAL TRAINING MANUALS

■ Navigation glossary

■ Events manual

■ Meetings manual

■ News manual

■ Services directory manual

■ Venue manual

■ User role descriptions

■ Permissions manual



■ Voice and Tone: non-visual brand direction

■ Style Tiles: visual brand direction

BRAND DIRECTION



■ Voice is our personality. It’s the written expression of our identity. 

These attributes do not change and should be recognizably 

present in everything we say and write.

■ Tone is our approach. It’s how we conduct ourselves in relation to 

others. Tone is audience-specific (we meet people where they are) 

and context-aware (we adjust to match the situation).

VOICE AND TONE



■ Familiar

■ Vibrant

■ Straightforward

■ Helpful

■ Forward-thinking

VOICE



VOICE AND TONE GUIDELINES



DESIGN THEMES

VibrantInclusive Innovative Growing

Beautifully accessible is forward-thinking


